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0 of 0 people found the following review helpful. Returning to Forgotten BasicsBy Norman K. ClarkAdam Jay Curry 
break old ground in The Customer Marketing Method, but it's territory that has been long unoccupied. Their approach 
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is a crisp, refreshing return to some fundamental concepts of marketing.Businesses, they argue, spend far too little 
time knowing and understanding the relatively small number of customers who, year in and year out, provide a 
disproportionately large share of the revenue. Typically, these customers at the tip of the "customer pyramid" -- often 
as little as 15% of the total number of customers -- will contribute anywhere from 65% to 85% of the revenue. Jay and 
Adam Curry urge businesses to define, in considerable detail, the specific factors by which these significant few 
clients make their buying decisions.The second forgotten basic advanced in The Customer Marketing Method is the 
systematic evaluation of customer behavior over time. How many of the large customers two years ago are relatively 
minor ones today? Which ones have become completely inactive? Customer migration into, as well as up and down, 
the customer pyramid, is an invaluable piece of information, but one which many businesses only guess at or ignore 
altogether.The Customer Marketing Method provides simple, step-by-step guidance for implementing the Currys' 
recommendations, without expensive, labor intensive CRM systems.This highly readable, informative book should 
NOT be on every marketing director's bookshelf. Instead, it should be by his or her bedside, reminding that the 
greatest returns often come from simple, elegant fundamentals like the Customer Marketing Method.5 of 6 people 
found the following review helpful. Customer Communications ConsultantBy Carol Parenzan SmalleyChairman of the 
Customer Marketing Institute, co-founder of consulting group MSP Associates, and CRM "guru" Jay Curry takes 
readers on an international journey "through the pyramids." Using the "rest of the world" as the foundation to the 
pyramid structure, Curry shows readers how to build on suspects and prospects and carry them to the top of the 
customer pyramid. From inactive customers to top tier clientele, Curry offers valuable information, trends, statistics, 
and real-lifeexamples.This is not simply a book about customers. It is a handbook for anyone who has customers. 
Curry goes beyond traditional customers and offers his version of the e-Customer and special considerations for 
marketing to this virtual audience. Filled with action items, the book is formatted with numerous graphics in a manner 
that is easy to digest and quick to place into service.Whether you are a small business owner or a manager in a multi-
division corporation, this book has information you can read today and use tomorrow, building a customer pyramid 
with not only a firm foundation but also a top filled with satisfied, and profitable, customers.0 of 0 people found the 
following review helpful. GET,MOVE,KEEP customerBy A CustomerNow Customer Relationship Management 
(CRM) is the hottest area of marketing. This book explain that CRM is the activity of getting customer in, moving 
customer up, keeping customer in. Authors written a clear, step-by-step guide of CRM. Authors introduces the 
"Permission Pyramid" and the "e-Customer Marketing Pyramid" to explain the nature of "virtual customer 
relationships" and how to use them to create, keep, and upgrade customers. I think that this concept is simple and 
clear. but it explain all of CRM.

Today the hottest new area of marketing is Customer Relationship Management (CRM) -- the discipline of identifying, 
attracting, and retaining a companysup1;s most valuable customers. Drawing upon more than ten years of testing, 
tryout, and implementation in hundreds of companies, CRM expert Jay Curry, and his Internet-expert son, Adam 
Curry, have written a clear, step-by-step guide to profiting from this exploding movement, with strategies that are 
aimed at the small and medium-sized business owners who need them most. Jay Curry explains how CRM can help 
managers boost profits by implementing a customer-focused strategy. Using easy-to-understand graphics, he 
introduces the customer pyramid -- segmented as "Top," "Big," "Medium," and "Small" -- to help the reader visualize, 
analyze, and improve customer profitability. Success comes to those who follow this three-step Customer Marketing 
Strategy: (1) get new customers into your pyramid; (2) move customers higher into your pyramid; (3) keep the 
customers in the pyramid. Combining practical how-to directives with vital CRM reference information, the book 
includes a case study, "InterTech," that allows readers to see customer-focused strategy in action. The final third of 
this practical, easy-to-read book is devoted to the Internet. Here Adam Curry introduces the "Permission Pyramid" and 
the "e-Customer Marketing Pyramid" to explain the nature of "virtual customer relationships" and how to use them to 
create, keep, and upgrade customers. This section includes mini-cases and tips to help managers use the Internet to 
complement current marketing and sales activities and ends with guidelines to test out the new paradigms of e-
commerce. Throughout The Customer Marketing Method, the emphasis is always on practical steps to "make it 
happen." It is essential and timely reading for owners of small and medium-sized businesses as well as managers of 
small business units within larger firms.

Kerstin Plehwe Founder and Chairman, The European Center of Database Marketing There are many books on the 
topic of Marketing in the Technology Age. But The Customer Marketing Method is a truly excellent and entertaining 
way to explain what customer relationship management really is. Plus, it not only provides theory -- it also provides 
numerous cases and offers down-to-earth help to managers in all phases of implementation.About the AuthorJay Curry 
was born and bred in Armonk, New York. He received a B.A. degree at Bates College and a Master of Science degree 
at the Boston University School of Public Communications. As an independent consultant specializing in introducing 
and implementing "direct marketing" in companies without experience in that discipline, Jay Curry was often 
confronted with top managers who had limited knowledge of direct marketing or were skeptical about its benefits. In 



1989 he formulated the basic concept of Customer Marketing to resolve this problem. In 1991 he co-founded MSP 
Associates, an Amsterdam-based consulting company that helps larger and international companies implement CRM, 
using Customer Marketing as a platform. MSP Associates has served such clients as Xerox, DHL, Kimberly-Clark, 
ING Bank, Philips, and a number of other European companies. Also in 1991, Curry completed the manuscript for his 
book on Customer Marketing, which was subsequently published in a number of editions in the Netherlands, England, 
France, Germany, Italy, and Brazil. His English-language books were published by Kogan-Page in London under the 
titles Know Your Customers and Customer Marketing: How to Increase the Profitability of Your Customer 
Base.Excerpt. copy; Reprinted by permission. All rights reserved. Chapter 1: "What Business Are You In?" Has a 
consultant ever asked you this simple but profound question? If so, he may have been trying to appear wise and all-
knowing. But more likely he was trying to see if you are product oriented or market oriented. If you answer the 
question "What business are you in?" in relation to your primary product or service with, for example, "We sell shoes." 
"We are accountants." "We build houses." then you probably are rather product oriented. And this can be dangerous. 
As Theodore Levitt pointed out in "Marketing Myopia," his classic Harvard Business article published in 1960, the 
presidents of American railway companies in the early 1900s, if asked, would have answered the question like this: 
"We are in the business of operating trains." The result of this narrow, product-oriented thinking was that virtually 
every U.S. rail company went bankrupt or faced serious problems because they missed out on the rapid growth of the 
airlines and the development of a sophisticated highway system as a way to get things and people from place A to 
place B. For the railroads, a better answer would have been "We are in the transportation business." Another example 
is IBM. Thomas Watson, Jr., son of the IBM founder, tells in his book, Father, Son Co., how IBM almost missed out 
on the computer revolution in the early 1950s. Many IBM-ers -- including his forceful father -- would have answered 
the question this way: "We are in the business of supplying punch card machinery." The old-guard IBM-ers were 
making huge profits selling the machines that processed the cards carrying the famous "Do not fold, spindle, or 
mutilate" admonition. They simply refused to believe in the benefits of magnetic tape as a medium to store data and in 
computers to process that data. Watson Jr., hearing major customers such as Time, Inc. complain about the costs of 
storing and managing millions of punch cards, realized just in time that IBM's answer to the question should be "We 
are in the business of data processing." By exploiting and developing computer technology as a better, faster, and 
cheaper way to process data, IBM became one of the largest and most successful companies in the world. (They have 
had ups and downs since then, but at the end of the day, IBM listens to their customers. That's why they are a leader in 
e-commerce today.) As these examples indicate, a market orientation is much healthier for you and your business in 
this fast-changing world. But now the politically correct answer is "We are in business to make customers, keep 
customers, and maximize customer profitability." Business owners and managers have rediscovered the customer. And 
so should you -- if you haven't already. Your company's revenues, profits, and market share -- and your salary -- come 
ultimately from only one source: your customers! No matter what product or service you provide -- be it candy bars, 
computers, insurance, or temporary help -- customers are the heart of your business. When you get right down to it, the 
one single thing a company needs to be in business is a customer! * You don't need money to be in business. * You 
don't need to have an idea to be in business. * You don't need a store, factory, or office location to be in business. * 
You don't need personnel to be in business. * You don't even need a product or service to be in business. All these 
things help, of course. But without a customer, you're not in business. If you have just one customer, you are in 
business. If you have a lot of good customers, you have a successful business. If your company is successful -- and I 
hope it is -- I'm willing to bet you have developed a solid base of good customers who do nice things like this: * Buy 
more from you -- even if your prices are (somewhat) higher than the competition's. Obviously, you can't gouge people 
and expect to get away with it. But think about that small grocery store or specialty clothing store where they know 
your name or the service is pleasant. Sure, you pay a bit more. But you keep coming back. * Recommend you to 
colleagues, family, friends. There's no better promotional message than a recommendation from a satisfied customer. 
People talk about their experiences with suppliers -- both good and bad. A recent study showed that Information 
Technology managers rate advice from colleagues as one of the most important sources of information for buying a 
system?and that more than 60% of IT managers give advice privately to colleagues outside their own organization! 
Imagine -- the IT manager of Proctor Gamble meets the IT manager of Unilever at a computer conference. They don't 
talk about soap. They talk about who's doing what to whom in the IT community -- and their experiences, good and 
bad, with suppliers. While a good customer will generate a lot of business for you, a dissatisfied customer can hurt you 
badly. Who was it who said: "For every complaint there are 10 others who didn't make the effort to tell you of their 
dissatisfaction. And since every dissatisfied customer gripes to an average of 6 people, every complaint represents 60 
people who are walking around with a negative image of your company." * Make you the "standard" for the 
organization or family. What could be better than having the boss at your customer site send out a memo to all 
employees: "All [name of your product or service] must be ordered from [name of your company]"! Good customers 
write memos like that. * Try out your new products and help you make them better. Good customers are usually 
willing to invest their time and effort to help you develop and improve your (new) products and services. In the case of 
software and sophisticated technology, customer involvement in research and development of new products can be 



worth millions of dollars or more in man-hours and expertise. And the beauty part is this: As customers become 
involved in your business, they tend to become better customers! * Use your support, service, and other facilities. 
Service, support, training, add-ons. These often highly profitable products and services are usually offered to 
customers with whom you have a good relationship. Do you believe that getting, keeping, and maximizing the 
profitability of good customers is so essential for the continuity of your business? Then you will probably want to 
know how customer pyramids can help you understand and manage your customers better than you now do. Read all 
about them in the next chapter. Copyright copy; 2000 by The Customer Marketing Institute BV 


